Objective: This is a case study on how a French firm went from Localization to Glocalization from a cross-cultural communication and language perspective.
Introduction
Founded in 1962, Impression et Enregistrement des Résultats (IER), the world's leading supplier of printing terminals and IT Solutions for the air transportation industry is 100% owned by the Bolloré Group (IER, 2018a) and ranks among the top 200 European companies (refer to Table 1 for details about Bolloré Group). IER is active in different service and industrial sectors. IER employs over 850 employees worldwide; 250 of which are in the headquarters and about 100 employees are dedicated to the Research & Development department showing how important this area is for the company. IER has branch offices in China, Germany, Singapore, Spain, the United Kingdom, the United Arab Emirates and the United States of America (IER, 2018b; Moonesar & Thibaud, 2015) . Bolloré, a family owned group, employs 30,000 people around the world in 104 countries and generates approximately 6 billion Euros turnover per year.
Bolloré's service and industrial sectors:
• Plastic films for capacitors and packaging IER consistently generated a majority of its revenues from international sales outside France and developed a unique combination of technical and industrial expertise in order to support its own product development and marketing activities. IER's company structure includes one of the industry's largest R&D departments and a 150,000 square foot manufacturing facility, making it an attractive partner to many airlines and airports looking for an experienced and reliable supplier with the resources necessary to deliver innovative solutions. IER developed its mission and strategy (refer to Exhibit 2) in relation to its focus on its markets (refer to Exhibit 3). The potential for growth is immense as there are over 43,750 airports (Central Intelligence Authority, 2013) and 2,104 airlines (A-Z Group Ltd trading as AZura International, 2018) worldwide, with 1,482 airports and 121 airlines in the Middle East region. Table 4 illustrates the breakdown of the airports and airlines respectively across the Middle East region. Mission: IER, a subsidiary of Bolloré Group, develops solutions to optimize operational efficiency and enhance security in the processing of streams of people, vehicles and goods in the transportation and logistics industries. Commitment to our customers and ensuring the satisfaction of our shareholders and employees are the basic principles on which our corporate strategy is based.
The objective of our strategy is:
-to provide our customers with an overall offer that includes software, hardware solutions, as well as high added value services, -to reinforce our position on our various target markets, -to look for opportunities for external growth, -to increase the synergies between our various activities.
With this in mind, stimulating innovation is an ongoing concern which leads us to sustained efforts in research, development and technology watch.
Our objective is to master the latest technologies and incorporate them into our products and services, in order to always provide a better response to the needs of our customers.
The success of this strategy also involves the ongoing adaptation of our production and development system towards greater flexibility, responsiveness and versatility to satisfy the industrialization requirements for our new products, both in terms of mechanical design and software integration.
Our company and employees are committed to deploying this overall strategy while ensuring the complete satisfaction of our customers, every single day.
Source: https://www.ier.com/en/.
Table 3. IER Focused Markets
IER has experience developing and implementing the following systems:
• Self-service kiosks for airlines, airports (CUSS), rail operators, post offices, Government Bodies
• Self-service check-in software for telephone, the internet, kiosks
• Boarding pass and bag tag printers compatible with 2D barcodes
• Boarding Gate Readers
• Access control equipment for pedestrians, and vehicles
• Bar code and RFID tracking systems for baggage management, retail, logistics IER has been working on various projects around in airline and other industries with the following highlights:
-800 airports equipped.
-200 airlines customers.
-20,000 travel agencies installed worldwide.
-More than 250,000 systems installed.
-7,500 railway stations equipped.
-Air New Zealand: Complete self-service check-in solution with 111 kiosks on 11 airports -Norvegian: 100 Kiosks deployed in 14 airports.
-Flybe: 103 kiosks in 13 airports.
-San Francisco Airport: 39 kiosks deployed.
-Autolib in France: Deployment of kiosks for the rent of Electrical cars (1500) 
Materials and Methods
The method was a case study approach. Lionel Thibaud, the General Man- Table 6 . Lionel traveled at least 50% of his time per month. The time Lionel spent between the Singapore and the Paris offices (France) was to build and propose solutions needed by his customers. Table 7 and Figure 2 show some of the major projects in the Middle East and some examples of IER Check-In
Kiosks solutions respectively. Figure 3 illustrates the IER key milestones. Pilot of first self-boarding solution in the Middle East.
2011: Installation of the first self-check-in solution in Iran.
Deployment of first Self Check-in Kiosks in Lebanon, in Beirut.
Abu Dhabi: Completing check-in and boarding equipment deployment.
Source: own work.
Figure 2. IER Check-In Kiosks Solutions
Results

Doing Business in the Middle East and the SubContinent
For Lionel, as a business developer in IER for Middle East and sub-continent region, the key factors for success were adaptation to the cultural differences and developing patience. Lionel managed business operations in 22 different countries. Each project required an understanding of local culture, adapting to the way of doing business in those markets and dealing with multiple nationalities. Over the years, Lionel saw that the culture across the Middle East, though it seemed complex, was not well defined in certain blocs
of countries yet. The culture was hard to observe and difficult to explain. It could be defined as "that complex whole which includes knowledge, belief, art, morals, law, custom, and any other capabilities and habits acquired by a man as a member of society" (Hall et al., 1976) .
Factors affecting Business Development and Management
IER regional customers included airlines such as Emirates, Qatar Airways, Etihad Airways and Saudi Arabian airlines and airports such as Dubai, Abu
Dhabi, Doha, Manama, Jeddah, Beirut and Amman. To do business with these clients required understanding of the ways of conducting business, how to network, present the product and services, achieve invitation for the participation in Request for Proposals (RFPs), procurement process, price negotiation process, contract negotiations, and project implementation. In
Lionel's experience, there were two main success factors at IER Middle East to successfully work with these clients:
2) Human Relation Factors.
Process Factors: How culture impacted processes and practices
There was a common misconception that Middle Eastern countries were similar throughout the region. This was not true. According to Lionel it was possible to classify groups of countries in the region based on how you needed to adapt the Business to Business (B2B) process (refer to Figure 3 ). The process elements Lionel considered important were: method of getting contacts, how easy it was to get a meeting with a customer or potential customer, how the language barrier affected relationship with the customers, the value of time, the project time approach and communications (refer to Table 9 ). Getting new contacts was one of the success factors for business in the Middle East, in terms of developing networks and collaborations. The business culture in the Middle East was to have a lot of meetings before the deal was signed. These could be both formal and informal meetings.
The language of business in the Middle East could be quite challenging especially as Lionel did not know the Arabic language and his mother tongue was not English. Value of time referred to the importance of the time given to discuss and meet. In general, the value of time was quite similar within the region. For example, price negotiation, an important step was never rushed, making contract negotiations very difficult and time consuming. The project timeframe referred to the time taken from sales presentation to project deployment and could vary widely. Projects could take more than three years to be finalized while similar projects in Europe would take two to three months.
The overall process of implementing a project from the sales presentation to the delivery was very long in the Middle East countries when compared to the European countries such as France. Typically, major projects in the Middle East would take two years from beginning to implementation while European projects would take around eight months. Written messages such as reports tended to be easier to understand, could be composed in advance and were less prone to errors. Source: own work.
Importance of creating human relationships factors
Lionel knew that it was vital to understand the role of culture and its impact on management practices especially like negotiation. The mechanism he employed was through the creation of good human relations. There were major differences in the process especially when you compared the way of doing 
Lionel identified many factors that impacted human relationship when doing
business with customer which were illustrated in Exhibit 14. These could be divided broadly as macro-variables (national and socioeconomic variables);
organizational cultural variables and individual attitudes. The final impact was on negotiations and leadership, in terms of the price and sales strategy. Cultural adaptation usually started at the product and solutions level, requiring customization for the local market where the various factors referred to in Figure   4 had a stronger influence and impact upon the decision-making process.
National and socio-cultural variables
The national and socio-cultural variables (refer to Figure 4 ) were a product of the macro-environment, uncontrollable but important factors to consider when doing business. It required the contextual understanding of the place; such as the location and its characteristics, the availability and access to technological, knowledge of economy, legal and political environment. For example, for physical location, UAE was promoting itself as an aviation hub.
There were some Middle Eastern countries where the political situation was unstable and this made it difficult to travel via air and therefore business expectation was less. Socio-cultural variables took into consideration things like education and language. Due to the fact multi-national expats Understanding legal requirements was important because the expectation in Arab countries normally began with the business ritual of being able to compromise or "meet the negotiations halfway." Some important discussion points at the contract stage were for example, by Request for Proposals (RFPs), direct purchase order, the payment terms and the choice of country jurisdiction for a contract. Group A and B countries tended to be really particular in outlining the terms and conditions, making sure all finer aspects were discussed before signing the contract. Even after negotiations were completed, at the final signing stage, the negotiations could be reopened to resolve previously discussed points. For technological know-how, for instance, the country of Iran, had very limited access to internet, resulting in the communication being disrupted from time to time. 
Organizational cultural variables
Lionel realized each organization had a different organizational culture and this impacted the way of doing business. He narrowed these factors down to four key perspectives, i.e. approach to quality, efficiency, service, and to money.
Quality:
The approach to maintaining quality and standards were different across the Arab countries and in Europe. Lionel found he had to comply with different quality standards, policies and procedures across the Arab countries. To ensure quality despite the need to cut costs IER always recom-mended that the customer use only genuine parts from IER as buying fake parts or second hand parts would compromise the equipment and hence the end customer experience. Creating a trust with the customer very often translated to trust for the organization (rather than the other way around).
Efficiency: In the Middle East; the projects tended to focus mainly of project outcomes as opposed to high productivity. Lionel's main focus was geared towards being more process-oriented and solution-oriented. Though good planning was needed for the success of the project, the Middle East tended to work more on an emergency mode, a last minute type of process.
Usually in GCC countries, the decision making process took time. But once the decisions were taken, there was an expectation of a super-fast delivery, leaving little room for planning and organizing. Implementation teams were usually very reactive and adapted fast while in Europe, the project would be planned to have a longer period of implementation, giving time to make any new the changes if required. This was not the case in the Middle East which was a bit disruptive when changes were required that were not planned for. A good example, when migrating systems for an airline, the project would have
to peak in such a way that the final implementation could only be done at the last stage instead of doing it in phases to avoid disruptions in the business.
It needed to be planned so that their migration was seamless. Another example to consider was when an airline opened a new destination and had a short deadline to get ready in time. The purchasing process was usually long and would always be delayed by price and term condition negotiations which when finalized were usually one or two weeks before the opening of the destination and made it really difficult to deliver the products in time.
IER teams needed to be flexible to handle this and have a reasonably good relationship with their customers to be able to explain the delivery times.
Service: There was a need for more emphasis on the service level across the Middle East. Lionel always extolled the value of high and good service and its benefits to the customers of IER. Planning, organization, leading and controlling was definitely a way of work; however, there were high expectations of good service in terms of the fast delivery of urgent orders which would disorganize set plan and schedules. Furthermore, Lionel had to know the level of service expectations when dealing with his customers in the Middle East. A good example was to respond promptly to emails effectively, phone calls and make last-minute trips to the customers, providing the best service possible. Additionally, as part of providing the best service to the customers in the long term, Lionel gave warranties, fast repairs and fast delivery of spare parts. This built a stronger relationship bond with customers.
Money:
The Middle East had a reputation for making major infrastructural investments. In certain projects, meeting deadlines were more important than the cost of the project. For example, the opening date of an airport in the Middle East was critical to handle the increased passenger capacity versus the cost of the airport in general. New airports and terminals in the regions would have pressure to finish fast and not have any delays in delivery, which usually had consequences of an increase of cost. Lionel needed to have a good relationship with the customer to understand the strategic pressures behind the decision and plan accordingly.
X.3.4.3 Individual attitudes
In addition to all the above factors, it was important to understand at the personal level what were the individuals' attitudes and values. Values were the basic conviction that a person had about right and wrong, good and bad, important and unimportant. For example, a person's price sensitivity and past experiences would affect the final price's negotiation and this meant Lionel needed to recalibrate his expectations of the time spent to negotiate and expectation of discounts/reduced rates and prices.
It was important to know a person's trust level. Trust in the Middle East was a major requirement by customers. It was quite usual for a customer to ask IER to do some work while the official paperwork and purchase order (PO) were still in the working process. Basically, you were expected to work without the security of an official contract and in interest of long-term business, it was important that the company took risk. For Lionel, it meant educating his counterparts in
France as this was not a convention practice internationally. Lionel required developing a strong understanding of not the individual but the organization and whether they would be able to keep up their end of the contract.
The value of time affected the way of working. While the expectation was that projects could be delivered quickly, time at a personal level was seen differently. Eastern culture of management and its influences upon its' processes and functions. It is important to highlight that connections and 'wasta' which is an
Arabic expression for designing the use of personal connections in order to obtain job or businesses as a personal favour (Khaleej Times, 2015) . So while all the factors mentioned above impact the strategy of the organization, Lionel also needed to manage the organizational culture. Lionel ran a multicultural team of 15 people and in this region change was constant.
The employee attitudes and job satisfactions had to be met, in terms of the work ethics; time and change (refer to Figure 4 ). 3) Create a vision: Lionel was able to envision that the Middle East branch was to increase customer satisfaction and loyalty. Look at other sources like the World Value Survey (2018).
